Purpose: Previous studies have been employing SERVQUAL by Berry (1985, 1988) to measure service quality in various service sectors due to its generic nature. Understanding the relationship between service quality and customer's perceived value in non-business organizational settings is equally important with business setting as positive perception leads to favorable outcome. Hence, the aim of this study is to examine the relationship between service quality and perceived value.
Introduction
Globalization creates a borderless world with increased used of information technology (IT). It opens up for new market, customer and employee globally. With the increase use of technology, making people become more knowledgeable and aware about their right and having more choice to choose. This lead to fast rapid changes in business environment and increased the competition. Owning to that, service quality is considered as a critical dimension to gain competitive advantages in this highly competitive situation (Shahin & Samea, 2010) .
Providing excellent service quality grow to be a major area of attention to practitioners and managers in the various kinds of public and private sectors; in manufacturing and service industries (Sultan & Wong, 2010; Sangeetha & Mahalingam, 2011; Ladhari, Pons, Bressolles & Zins, 2011; Sadeh, Mousavi, Garkaz & Sadeh, 2011; Chen, Liu, Sheu & Yang, 2012; Yogesh & Satyanarayana, 2013) and in profit and non-profit organization (Sarstedt & Schloderer, 2010; Serra, Serneels & Barr, 2011) . Service quality also have earned the attention of many researchers from diverse areas due to its strong impact on business performance (Abdullah, Suhaimi, Sabah & Hamali, 2010; Rachel, Andy, Yeung & Cheng, 2010; Williams & Naumann, 2011 ) through customer satisfaction, loyalty and perceive value (Norizan & Nor Asiah, 2010; Boksberger & Melsen, 2011; Siddiqi, 2011; Chang & Wang, 2011; Ryu, Lee & Kim, 2012; Razavi, Safari & Shafie, 2012; B. Adams, Steven, Dong & Dresner, 2012; Hafeez & Muhammad, 2012; Hameed, 2013) and from employee satisfaction, empowerment, trust and loyalty (Kimpakorn & Tocquer, 2010; Turkyilmaz et al., 2011; Gazzoli, Hancer & Park, 2010; Lu, Barriball, Zhang & While, 2012; Kim, Lee, Murrmann & George, 2012 ) that lead to organisation profitability (B. Adams et al., 2012) . With the increased role of service sector as the main contributor for economic development in both developed and developing countries, this situation has made the evaluation of service quality continue to be relevant to enhance the understanding on the definition, modelling, measurement, new perspective and issues of -506-Intangible Capital -http://dx.doi.org/10.3926/ic.428 service quality and contribute to development of sound base for the researchers.
Quality is a multi-dimensional construct and may be interpreted based on language and organizational views. In terms of language, it is often related to as conformance to requirements (Crosby, 1978) , fitness for use (Juran, 1988) , one that satisfies the customer (Eiglier & Langeard, 1987) , and zero defects in a service delivery system (Crosby, 1978) . In an organisational perspective service quality is an indicator for corporate competitiveness (Rachel et al., 2010 Williams & Naumann, 2011 ). Service quality is normally viewed as a long-run overall evaluation (Zeithaml, 1988; Parasuraman et al., 1988) and an overall appraisal of service at multiple levels in an organisation (Sureshchandar, Rajendran & Anantharaman, 2002) . For example, service quality exists when customers' expectations of service performance match their perceptions of the service received (Bolton & Drew, 1991; Chang & Wang, 2011; Yogesh & Satyanarayana, 2013 ).
Service quality is a cognitive evaluation of customers' perceptions and expectations on quality of service deliver that impact organization performance through customer satisfaction (Abdullah et al., 2010; Rachel et al., 2010; Williams & Naumann, 2011; Gallarza et al., 2011) .
Several conceptual models have been developed for measuring service quality and one of the most prevailing models in the service management literature is service quality gap (Parasuraman et al., 1985) . During the period of 1984 until 2010 many services quality models being develop like Technical and functional quality model (Gronroos, 1984) ; Attribute service quality model (Haywood-Farmer, 1988 ); Performance only model (Cronin & Taylor, 1992 ); Ideal value model of service quality (Mattsson, 1992) ; IT alignment model (Berkley & Gupta, 1994) ;
Attribute and overall affect model (Dabholkar, 1996) ; Retail service quality and perceived value model (Sweeney, Soutar & Johnson, 1997) ; Service quality, customer value and customer satisfaction model (Oh, 1999) ; Internal service quality model (Frost & Kumar, 2000) ; Model of e-service quality (Santos, 2003) and many more with the primary aim of these models is to enable the management to understand and enhance the quality of the organization and its offering. Jose, Martínez and Martínez (2010) has classified all those model into three main groups which they name as:
• Multidimensional reflective model
• Multidimensional formative models and
• Multidimensional formative-reflective model.
Many scholars, such as Parasuraman et al. (1988) , Juwaheer and Ross (2003) , Walker, Johnson and Leonard (2006) , Ismail, Abdullah and Francis (2009), and Khan (2010) highlight -507-Intangible Capital -http://dx.doi.org/10.3926/ic.428 that service quality have five important characteristics: tangible, responsiveness, empathy, assurance and reliability. Firstly, tangible is often described as being where a particular service provider provides good facilities, equipment, personnel and communication materials when delivering services. Secondly, responsiveness is often defined as the willingness of a service provider to provide the service quickly and accurately. Thirdly, empathy is related to caring, attention and understanding the customers' needs when providing services. Fourthly, assurance refers to credibility, competence and security in delivering services. Finally, reliability is frequently seen as the ability of the service provider to implement a promised service dependably and accurately.
Surprisingly, a thorough review of quality management programmes reveals that the ability of service providers to properly implement service quality in carrying out a job may have a significant impact on customer's perceived value (Caruana Money & Berthon, 2000; Varki & Colgate, 2001; Chang & Wang, 2011; Sadeh et al., 2011; Ryu et al., 2012; Razavi et al., 2012) . Perceived value can be defined based on organizational and customer perspectives. In an organizational perspective, perceived value is defined as trade-off between what customers receive, such as quality, benefits, and utilities, and what they sacrifice, such as price, opportunity cost, time, and efforts (Cronin, Brady & Hult, 2000; Kuo, Wu & Deng, 2009; Tung, 2004) . While, according to a customer's perspective, perceived value is a construct that consist of five important dimensions: social, emotional, functional, epistemic, and conditional (Sheth, Newman & Gross, 1991; Wang, Lo & Yang, 2004) . The combination of these values has motivated a customer to recognize and appreciate the utility of a product given by a 'service provider', which may fulfil his/her expectations (Foster, 2004; Heininen, 2004; Walker et al., 2006) .
Within a quality management model, many scholars concur that service quality dimensions, namely tangible, reliability, responsiveness, assurance, empathy and customer's perceived value are different, but highly interrelated constructs. For example, the ability of the service provider to appropriately implement tangible, reliability, responsiveness, assurance and empathy in delivering services may lead to higher customer's perceived value about the quality programs (Sureshchandar et al., 2002; Rachel et al., 2010; Williams & Naumann, 2011) . Even though the nature of this relationship is important, not much is known about the role of service quality as a determinant of the customer's perceived value in the workplace service quality models (Ladhari & Morales, 2007; Wang et al., 2004; Chang & Wang, 2011; Ryu et al., 2012; Razavi et al., 2012; B. Adams et al., 2012; Hafeez & Muhammad, 2012; Hameed, 2013) .
Many scholars uncover that the role of service quality as a determinant is given less emphasis in previous studies because they have given more attention on the conceptual debates of -508-Intangible Capital -http://dx.doi.org/10.3926/ic.428 service quality features. Moreover, little concentration was given on the use of a simple correlation method to assess the customer's reactions on the implementation of service quality programs in the workplace. Consequently, outcomes from these studies have offered inadequate useful evidence to be used as guidelines by practitioners in formulating relevant and appropriate strategies for enhancing the success of service quality in agile organizations (Eggert & Ulaga, 2002; Kuo et al., 2009; Ismail et al., 2009; Delgado, Ferreira & Branco, 2010;  Khan, Kashif-Ur-Rehman, Ijaz-Ur-Rehman, Safwan & Ahmad, 2011) . Thus, it has motivated the researchers to further explore the gap of the literature by quantifying the relationship between service quality dimensions namely tangible, responsiveness, reliability, assurance, empathy and customer's perceived value.
Literature Review
This section provides theoretical and empirical evidence supporting the conceptual framework and hypotheses for this study.
Relationship between Service Quality and Customer's Perceived Value
Several extant studies about service quality were conducted using different samples such as 80 personnel interviews with customers of the telecommunication industry in China (Wang et al., 2004) , 1500 hotel customers from selected hotels in Mauritius (Hu, Kandampully & Juwaheer, 2009 ), questionnaires survey from 125 luxury hotel customers of Pakistan (Raza, Siddiquei, Awan & Bukhari, 2012) , 763 public transit passengers in Taiwan (Lai & Chen, 2011) and 537 health care consumers in Niger health care market (Saibou & Kefan, 2010) . Findings from these studies reported that the ability of service providers to appropriately implement tangible, responsiveness, reliability, assurance and empathy in delivering services had been essential factor that could enhance customer's perceived value in the respective organizations (Hu et al., 2009; Lai & Chen, 2011; Raza et al., 2012; Saibou & Kefan, 2010; Wang et al., 2004) .
These studies support the notion of service quality theory. For example, the service quality model devised by Parasuraman et al. (1985) conceptually explains that matching service quality standards and customers' standards may decrease the service performance gap and increase positive customer attitudes, especially perceived value about the quality programs.
Besides that, J.S. Adams's (1963) equity theory highlights that fair treatments as a factor that may increase an individual's perceived value about the allocation of resources (e.g., quality programs). The essence of these theories is to emphasises consumers perceptions of justice and fairness of the service delivery (Boksberger & Melsen, 2011; Chen et al., 2012) . For -509-Intangible Capital -http://dx.doi.org/10.3926/ic.428 example, application of these theories in the workplace service quality framework shows that the ability of service providers to appropriately implement tangible, responsiveness, reliability, assurance and empathy in doing job may lead to higher customer's perceived value in organizations (Hu et al., 2009; Saibou & Kefan, 2010; Wang et al., 2004) .
Conceptual Framework and Research Hypothesis
The literature has been used as foundation to develop a conceptual framework for this study as illustrated in Figure 1 . Based on the framework, it can be hypothesized that:
• H1: There is a positive relationship between tangible and customer's perceived value.
• H2: There is a positive relationship between responsiveness and customer's perceived value.
• H3: There is a positive relationship between reliability and customer's perceived value.
• H4: There is a positive relationship between assurance and customer's perceived value.
• H5: There is a positive relationship between empathy and customer's perceived value.
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Methodology

Research Design
This study used a cross-sectional research design which allowed the researchers to integrate the service quality literature, the pilot study and the actual survey as a main procedure to gather data for this study. Using this procedure increases the ability to gather accurate data, less bias data and high quality data (Creswell, 2012; Sekaran & Bougie, 2010) . This study was conducted at a conflicting Middle Eastern country. The United Nation Headquarters' (Peacekeeping Operations) gave a permission to MALBATT Headquarters to send armed forces contingent in order to maintain and enforce peace in the country. Under this peacekeeping mission, MALBATT Headquarters are given important tasks and responsibilities to support the operation of armed forces troops that are deployed in the country. For confidential reasons, the name of the country is kept anonymous.
At the initial stage of data collection, a survey questionnaire was drafted based on the workplace service quality literature. After that, the pilot study was conducted by discussing the survey questionnaires with five experienced officers, namely a MALBATT commander, a commanding officer, an officer commanding, an administrative officer and a logistic staff officer who have good knowledge and experiences about the peacekeeping mission at a Middle Eastern country. The information gathered from the officers was used to improve the content and format of survey questionnaires for an actual research. Hence, a back translation technique was used to translate the content of questionnaires in Malay and English languages in order to increase the validity and reliability of the instrument (Creswell, 2012; Sekaran & Bougie, 2010) .
Measures
The self-administered survey questionnaire had three sections. First section focuses on demographic variables. Second section, tangible, responsiveness, reliability, assurance and empathy had 21 items that were modified from the Parasuraman et al.'s (1985) SERVQUAL instrument. Third section, customer's perceived value had 5 items that were modified from the customer's perceived value (Caruana et al., 2000; Eggert & Ulaga, 2002; Foster, 2004; Tung, 2004) . All these items were measured using a 7-item scale ranging from "very strongly disagree" (1) to "very strongly agree" (7). Demographic variables were used as the controlling variables because this study focused on soldier attitudes.
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Sample
This study obtained an official approval from the United Nation Headquarters' (Peacekeeping Operations) and Malaysian Ministry of Defence. These organizations allowed the researchers to conduct the survey, but the list of soldiers was not provided to the researchers. This situation did not allow the researchers to randomly select respondents. As a result, a convenient sampling technique was employed to distribute the survey questionnaires to 540 soldiers who involved in the peacekeeping mission at a Middle Eastern country. From the number, 341 usable questionnaires were returned to the researchers, yielding 63 percent response rate. The survey questionnaires were answered by participants based on their consents and on a voluntarily basis. The number of this sample exceeds the minimum sample of 30 participants as required by probability sampling technique, showing that it may be analyzed using inferential statistics (Creswell, 2012; Sekaran & Bougie, 2010) .
Data Analysis
The SmartPLS 2.0 was employed to assess the validity and reliability of the instruments and thus test the research hypotheses (Henseler, Ringle & Sinkovics, 2009; Ringle, Wende & Will, 2005) . The main advantage of using this method may deliver latent variable scores, avoid small sample size problems, estimate every complex models with many latent and manifest variables, hassle stringent assumptions about the distribution of variables and error terms, and handle both reflective and formative measurement models (Henseler et al., 2009; Ringle et al., 2005) . The SmartPLS path model was employed to assess the path coefficients for the structural model using standardized beta (β) and t statistics (*t >1.96; **t > 2.576; *** t > 3.29). The procedure of analyzing data is: first, construct and item validities were determined using convergent and discriminant validity analyses. Second, construct reliability was assessed by Cronbach alpha and composite reliability analyses. Third, the structural model is assessed by examining the path coefficients using standardized betas (β) and t statistics. In addition, R2 is used as an indicator of the overall predictive strength of the model. The value of R2 are considered as follows; 0.19 (weak), 0.33 (moderate) and 0.67 (substantial) (Chin, 1998; Henseler et al., 2009) Table 3 shows the factor loadings and cross loadings for different constructs. The correlation between items and factors had higher loadings than other items in the different constructs.
Results
Sample Profile
Frequency of Serving under the United Nation
Validity and Reliability Analyses for the Instrument
The loadings of variables more strongly on their own constructs in the model, greater than 0.7 are considered adequate (Chin, 1998; Fornell & Larcker, 1981; Gefen & Straub, 2005; Henseler et al., 2009) . In sum, the measurement model has met the validity criteria. Table 4 shows the results of reliability analysis for the instrument. The composite reliability and Cronbach's Alpha had values of greater than 0.8, indicating that the measurement scale used in this study had high internal consistency (Henseler et al., 2009; Nunally & Benstein, 1994; Sekaran & Bougie, 2010 Table 5 shows the results of Pearson correlation analysis and descriptive statistics. The means for the variables range from 5.1 to 5.5 signifying the levels of tangible, reliability, responsiveness, assurance, empathy and perceived value ranging from high (4) to highest level (7). The correlation coefficients for the relationship between the independent variables (i.e., tangible, reliability, responsiveness, assurance, and empathy) and the dependent variable (i.e., perceived value) were less than 0.90, indicating the data were not affected by serious collinearity problem (Hair, Black, Babin, Anderson & Tatham, 2006 Table 6 shows that the quality of model predictions in the analysis was demonstrated by the score of R square. The inclusion of the service quality features in the analysis showed that tangible had explained 10 percent in the variance of customer's perceived value, responsiveness had explained 28 percent in the variance of customer's perceived value, reliability had explained 27 percent in the variance of customer's perceived value, assurance had explained 38 percent in the variance of customer's perceived value, and empathy had explained 51 percent in the variance of customer's perceived value.
Analysis of the Constructs
Specifically, the outcomes of testing hypothesis using SmartPLS displayed five important findings: first, tangible significantly correlated with customer's perceived value (β=317; t=6.329), therefore H1 was supported. Second, responsiveness significantly correlated with customer's perceived value (β=0.530; t=12.217), therefore H2 was supported. Third, reliability significantly correlated with customer's perceived value (β=0.521; t=11.701), therefore H3 was supported. Fourth, assurance significantly correlated with customer's perceived value (β=0.619; t=15.254), therefore H4 was supported. Fifth, empathy significantly correlated with customer's perceived value (β=0.714; t=19.399), therefore H5 was supported. In sum, this result demonstrates that tangible, responsiveness, reliability, assurance, and empathy act as important determinants of customers' perceived value in the studied organizations.
In order to determine a global fit PLS path model, we carried out a global fit measure ( -516-Intangible Capital -http://dx.doi.org/10.3926/ic.428 
Discussion and Implications
The findings of this study show that service quality has been an important determinant of customer's perceived value in the organizational sample. In the context of this study, the service provider (i.e., MALBATT Headquarters) has taken a proactive action to plan, lead and monitor its service based on the broad policies and regulations set up by the United Nation (Peacekeeping Operation). The majority soldiers perceived that all service quality features, namely tangible, responsiveness, reliability, assurance and empathy have been well planned and implemented in delivering services to the soldiers who participating in operation, administration and logistics divisions. As a result of this implementation, it may lead to an enhanced customer's perceived value about the quality programs in the peacekeeping mission.
This study provides significant impacts on three major aspects: theoretical contribution, robustness of research methodology, and practical contribution. In terms of theoretical contribution, this study reveals that the ability of service provider to properly plan and implement tangible, responsiveness, reliability, assurance and empathy in delivering service have been important determinants of customer's perceived value in the studied organization.
This finding has also supported and broadened studies by Parasuraman et al. (1985) ; al. (2004), Hu et al. (2009 ), Saibou & Kefan (2010 ) Chang and Wang (2011 ), Ryu et al., (2012 and Razavi et al. (2012) . A careful observation about the findings shows that the relationship between service quality features and customers' perceived value is significant, but the role of service quality features as an important predicting variable is low in the hypothesized model. This result may be indirectly affected by perceptions of different respondent characteristics. First, they may have different evaluations and acceptance about the importance of each service quality feature in helping them to achieve the goals of peacekeeping mission. Second, they may have dissimilar talents and capabilities to comply service quality guidelines and methods in accomplishing their peacekeeping duties and responsibilities. This situation may overrule the effectiveness of service quality in the peacekeeping mission.
Regarding the robustness of research methodology, the survey questionnaires used in this study have exceeded the minimum standard of validity and reliability analyses. This resulted to the production of accurate and reliable findings. With respect to practical contribution, the findings of this study can be used as guidelines by management to improve the service quality of peacekeeping missions in other conflicting countries. The possible suggestions are: firstly, quality service training programs for peacekeeping management staff need to be provided to increase their competencies in fulfilling front line soldier needs in the operation areas.
Secondly, stress training programs to soldiers need to be provided in order to increase their skills in handling physiological and psychological stresses in the conflicting situations. Thirdly, foreign language training programs need to be provided to soldiers in order to enable them to communicate with foreign people who live in the conflicting countries. Fourthly, pay levels for peacekeeping management staff need to be increased in order to recognize their commitment in ensuring service quality for front line soldiers. Fifthly, recruitment and selection policies need to pay high attention on hiring soldiers who have good information technology skills in order to enable them handling and repairing sophisticated communication devices in the operation areas. If these suggestions are heavily considered this may attract, retain and motivate good soldiers to participate in peacekeeping mission operations.
Conclusion
This study proposed a conceptual framework based on the workplace service quality research literature. The confirmatory factor analysis confirmed that the instrument used in this study met the acceptable standards of validity and reliability analyses. Thus, the outcomes of customer's perceived value in the organizational sample. This result has also supported and broadened the workplace service quality research literature mostly published in most Western countries. Therefore, current research and practice within the workplace service quality models needs to consider tangible, responsiveness, reliability, assurance and empathy as critical dimensions of the total quality organization domain. The findings of this study further suggest that the ability of service providers to appropriately implement the tangible, responsiveness, reliability, assurance and empathy in delivering services will strongly invoke positive subsequent attitudinal and behavioural outcomes (e.g., satisfaction, retention, loyalty, positive moral values, cooperation and service performance). Hence, these positive outcomes may lead to sustained and supported the organizational strategy and goals in an era of global conflicts and violence.
The conclusions drawn from the results of this study should consider the following limitations.
Firstly, this study was a cross-sectional research design where the data was taken at one point of time within the duration of this study. In this sense, this research design did not capture the developmental issues (e.g., intra-individual change and restrictions of making inference to participants) and/or causal connections between variables of interest (Sekaran & Bougie, 2010) . Secondly, this study only examined the relationship between latent/unobserved variables (i.e., tangible, responsiveness, reliability, assurance, empathy and customer's perceived value) and the conclusion drawn from this study does not specify the relationship between specific indicators for the independent variable and dependent variable. Thirdly, the outcomes of SmartPLS path model have focused on the level of performance variation explained by the regression equations and it is also helpful to indicate the amount of dependent variable variation that is not explained (Henseler et al., 2009; Riggle, Edmondson & Hansen, 2009) . Although a substantial amount of variance in dependent measure that is explained by the significant predictors is identified, there are still a number of unexplained factors that can be incorporated to identify the causal relationships among variables and their relative explanatory power. Therefore, one should be cautious about generalizing the statistical results of this study. Finally, the sample of this study uses only the Malaysian armed forces contingent and they are selected by using a convenient sampling technique. The nature of this sample may decrease the ability of generalizing the results of this research to other organizational contexts.
The conceptual and methodological limitations of this study need to be deliberated when conducting future research. Firstly, this study sets up a foundation for study on correlation between service quality and customer's perceived value. It has raised many questions as well as endorsing initial findings. Several research areas can be further discovered as an outcome of this study. Secondly, the organizational (e.g., soldier groups from other countries) and -519-Intangible Capital -http://dx.doi.org/10.3926/ic.428
personal (e.g., gender, age, education and position) variables as potential factors that can influence the effect of service quality on customer's perceived value needs to be further examined. Using these variables may provide meaningful perspectives for the understanding of how individual similarities and differences affect service quality programs within an organization. Thirdly, the cross-sectional research design has a number of shortcomings; therefore other research designs such as longitudinal studies could be employed as a procedure for collecting data and describing the patterns of change and the direction and magnitude of causal relationships between variables of interest. Fourthly, the findings of this study rely very much on the sample taken from a single organizational sector. To fully understand the effects of service quality on customer attitudes and behavior, more organizational sectors (e.g., armed forces contingents from other countries like the United States, France, Britain and Australia) need to be used in future research. Finally, other personal outcomes of customer's perceived value such as retention, loyalty and behavioral intention should be considered in future research because they are given more attention in considerable service quality literature (Ismail et al., 2009; Raza et al., 2012; Saibou & Kefan, 2010) . The importance of these issues needs to be further elaborated in future research.
